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With our country economy to raise the level of the rising of the international 
status, psychological demands of the consumers levels from meet the basic material 
needs gradually to demand more quality of life and cultural value, and will be of 
concern to the product function to the attention of the brand image. Advertising is and 
consumer concept, consciousness and an important form of cultural communication, 
information dissemination in advertising in the use of "Chinese elements" also has 
become a and consumers of emotional appeals reuse strategies. Whether for foreign 
brands in China or the localization of the internationalization of Chinese brand for, 
using Chinese elements not only be achieved with consumer good communication, 
establish the unique brand image of the key method, and expanded the traditional 
culture of the identity and influence. 
China design yearbook by China's domestic most representative of outstanding 
advertising works, with authority, academy, informative and appreciation sex as a 
whole, is the study of China's advertising good object. This paper selects the yearbook 
2005 to 2009 a total of 5 years plane advertising works as research samples, and using 
content analysis method, trying to get known about China elements in the plane of the 
advertising forms of expression and characteristics. 
Research results show that: the Chinese elements in the graphic performance has 
unique function and significance, and more and more attention to. Advertising 
creative use of Chinese elements is the largest proportion of brand image, enterprise 
image ads and public cultural ads. Found no traffic tools and equipment, appliances, 
and other industries use Chinese elements to advertisement performance, may and 
profession attribute, brand features and advertising the concrete target relevant. In the 
use of Chinese elements of the graphic creative carrier of nearly a third, text and color 















In the graphic elements, paint, dress and everyday items of the top class 3 armour, is 
the creative performance graphics of common elements. Chinese painting is 
advertising creative expressions of the application depending on most Chinese 
elements form, more than the other two the sum total. Advertising works great 
majority is color, red China as a typical Chinese colour element also account certain 
proportion. Advertising works contains Chinese elements brand logo is not much also. 
In the content on the basis of analysis, discussion, proposed the Chinese elements 
in advertising creative performance of the use of law, characteristics and Suggestions, 
according to this study limitations puts forward the opinion of the follow-up study. 
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Chanel 在 09 年 12 月“巴黎·上海”高级手工坊系列时装秀上，将中国元素作
为创作灵感，第一次运用中国元素——鲜艳的中国红、幸运的翡翠绿、斜纹软呢
搭配中式凤仙领和斜开襟，蓑衣似的垫肩套装和斗笠，改良版的中山装等等,全
场显现出惊艳浓郁的中国风气息。Chanel 接下来为 2010 年中国上海世博会举行



















































（以下简称《年鉴》）2005 年至 2009 年五年间的广告作品作为研究对象，《年鉴》
                                                             






















































法对中国象征元素进行了分类，[12]如字母 A 的索引下有 Apple(苹果)、Atrial（门
廊）等，字母 B 的索引下有 Banana（香蕉）、Bed(床)等，这样的分类非常笼统，
每个词条的属性不统一，仅算是一种索引。二是观念层面，即内在的深层含义。
何德珍在论文集《中国元素与广告营销》中指出中国元素是“被历代中国人所认
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